This is a pre-pub draft (complete with typos etc.) of an article forthcoming in The China Journal, 67 (Jan), 2012. Comments to Jonlsullivan@gmail.com Elections have constituted important symbolic events throughout the course of democratization and continue to be one of the most extensively analysed features of Taiwan's political landscape.
important concerns given the newness of Taiwan's democracy and ambiguous attitudes towards democracy at the mass level. 6 In this article we examine the campaign behaviour of Taiwanese election candidates with a view to what it reveals about the health of Taiwan's democracy. One thing that the commentaries summarized above have in common is the idea that campaigns matter. Indeed, campaigns are important democratic institutions and the messages that parties and their candidates transmit to voters form part of the dynamics of political representation and accountability. Campaigns are also becoming more influential in Taiwanese elections as party allegiances weaken, particularly among younger cohorts who are more volatile in their vote choice and are more likely to be influenced by the messages they are exposed to during the campaign. 7 But what type of messages are voters being exposed to? The objective of this article is to answer this question and to explain the strategies behind candidates' decision- propositions about campaign behaviour, we test our explanatory models empirically on a sample of over 400 unique TV and newspaper advertisements from four Presidential and three Taipei mayoral elections. Contrary to impressions that negative and unseemly campaign behaviour is inherent in the political culture, or a symbol of the immaturity of Taiwan's democracy, our findings demonstrate that Taiwanese election candidates act in ways that are strongly consistent with their counterparts in other democracies.
advantage" while serious socio-economic problems remain neglected and unresolved. 14 One manifestation is the penetration of ideological cleavages, which have nothing to do with governance, into local elections. Some studies find a culprit in the political culture in Taiwan.
Rawnsley posits the idea of a "culture of electoralism" in which citizens and elites believe that democracy is equivalent solely to the right to vote. 15 This pervasive attitude says that as long as the right to vote is not violated, a "vicious brand of negative campaigning is tolerated as a characteristic of democracy." 16 Corcuff argues that deep-seated "belief conflict," ignited by a growing "Taiwan consciousness" movement, is to blame. 17 Copper, on the hand, argues that the reason lies in "Taiwan's style of democracy [being] copied from America's." 18 Finally, some studies situate campaigning within the broader media context, and point the finger at the sensational and conflict-ridden framing of political competition.
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These arguments have merits, and we do not dispute that campaign behaviour is moderated to a greater or lesser extent by prevailing political and cultural norms. However, seeking to explain negativity by invoking context-dependent factors raises two issues. First, these explanations are unable to account for variation in negativity across campaigns, at different points within the same campaign and between different actors. This is because they are generally rooted in long term processes that are relatively stable in the short term. For instance, "belief conflict" and "electoralism" are not transient phenomena that are likely to change from one election to another. Second, negative campaign behaviour is not unique to Taiwan. Scholars have even argued that negative campaigning is a "global phenomenon" characteristic of most democracies where free and fair competitive elections are held. 20 If negative campaigning is a general condition, applying general theoretical propositions may enable us to develop more accurate and robust explanations of campaign behaviour in Taiwan.
However, developing and testing such explanations empirically, requires us to go further than existing research on Taiwanese campaigns, which predominantly focuses on single elections and is restricted to descriptive analyses. To date, no study on Taiwan has explicitly tested theoretical propositions about positive and negative campaign behaviour.
General propositions about campaign behaviour
Election campaigns are typically understood as "dynamic struggles between candidates to define the informational context for voters." 21 In the course of a campaign, parties, candidates and their advisors are faced with a raft of choices about what they say and whom they say it about (i.e. themselves or their opponents). These decisions are frequently conceived in the literature as tactical choices in which candidates calculate the pros and cons based on the information available to them. 22 We accept Abrajano and Morton's admonition that campaign messages (including both the tone and the substance) represent "a strategic choice by candidates and should be considered so in future models." 23 We also suggest that the identity of the actor who endorsed an ad may have an effect on its tone and content. Specifically, we differentiate between ads endorsed by the party and those endorsed by the candidate. Our argument is that, since voters are likely to be more familiar with the fundamental orientations ("the brand") of major parties than they are with an individual candidate, parties can afford to focus their energies on attacking the other side because they do not need to familiarize voters with their ideology and policies through running positive ads. Another argument is that if we accept that candidates are wary about We collected ads for all four presidential elections held to date (1996, 2000, 2004 and 2008) and three elections for Taipei City Mayor (1998, 2002 and 2006 candidates have held the presidency and the position of Taipei City Mayor. 56 The data collection was also limited to official advertisements endorsed by the party or the candidates.
Unofficial ads such as those paid for by support and interest groups, which according to our supplementary data collection accounted for 7% of all campaign ads, were excluded from the analysis. This decision was informed by our objective to examine the campaign behaviour of candidates; not their supporters over whom they do not exercise direct control. The timeframe for the data collection was the official campaign period stipulated by the Central Election
Commission.
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Content analysis
To generate data on our dependent variables we conducted a manual content analysis using a codebook based on existing content dictionaries, literature review and a pilot study of a sample of ads. Following the majority of recent research, we treat claims or appeals as the unit of coding, which means any phrases, clauses or sentences that carry a discrete, selfcontained message. 58 Any ad can contain multiple claims. All claims were classified into one of four possible types of message: 1) 'issues' records claims related to substantive policy positions, proposals or performance claims; 2) 'values' records both narrow ideological appeals, such as those related to Taiwan identity and more general values such as prosperity, harmony and progress; 3) 'traits' records references to leadership qualities, competence, integrity, compassion etc.; and 4) 'strategy' captures practical information about the campaign and the election, including appeals to turn out and vote, advocacy of strategic voting and commentary on the business of the campaign, such as the state of the polls and the 56 The one contest where a candidate from outside of these two parties was competitive, was in the presidential election in 2000. Song Chuyu, formerly of the KMT but running as an independent, came second in a three horse race. 57 30 and 14 days for presidential and mayoral campaigns respectively 58 Walter and Vliegenthart, "Negative campaigning across different channels." other side's dirty tricks. These four categories captured the vast majority of claims contained in the ads, as shown in prior descriptive work by one of the authors employing a smaller dataset. 59 Examples of our coding can be found in Appendix 1 below.
Dependent variables
After classifying discrete claims into one of the four categories, we recorded whether each claim focused on promoting the candidate or his party (a positive appeal), or targeted his opponent or their party (a negative appeal). Our directional definitions of positive and negative appeals draw on a well-established body of disciplinary research that distinguishes between self-promotion (positive) and criticism of opponents (negative). 60 Although this definition obscures potential differences between different types of negative messages (e.g. in terms of the type of language used), 61 the majority of recent research has used it in order to avoid having to make evaluative, and thus potentially non-replicable, judgements about the veracity, fairness or legitimacy of candidate messages. This recoding resulted in a raw number of appeals in each category separated by positive and negative tone. The next step was to determine the net tone for each of the four appeal types, which resulted in the creation of eight binary variables (i.e. four types of appeal that were either positive or negative). The negative dichotomous variables (negative issue appeals, negative trait appeals, etc.) differentiated ads containing a greater net number of references to the opponent (coded 1), and ads where the number of self-promotional claims was equal or greater to claims about an opponent (coded 0). The same method was replicated, to create positive dichotomous measures (positive issue appeals, positive trait appeals etc.). This procedure was necessary to 59 Sullivan, "Campaign advertising and democracy in Taiwan."Although we borrow the coding framework from this earlier work, the current and prior studies differ in several crucial ways. First, the earlier piece focused on the informational content of ads in Taiwan, operationalized as specificity, degree of issue-focus and provision of supporting evidence for claims. Unlike the current article which attempts to explain why candidates promote themselves or target their opponents (and the content of their ads when they do so), the earlier piece argued that negative advertising is comparatively information rich and provided descriptive evidence to support this claim. 
Explanatory variables
We employed eight categorical variables as predictors of our dependent variables. All of these variables reflect characteristics of the ads we analysed and discriminate between 62 Reporting the proportion of appeals in the aggregate (e.g. Sullivan, Campaign advertising and democracy in Taiwan) can obscure the variance across ads, which is crucial for us to be able to explain differences in behaviour.
characteristics that are either present or absent. winners and losers in the four remaining less competitive elections were 13 to 31 points.
Our measure of proximity to the election is the number of days left between the day that an ad was first published or aired and Election Day. We classified this into the earlier (10 or more days to Election Day) and later parts of the campaign (less than ten days left). To assess the effects of the proximity to power, we employed two incumbency indicators, at the party (the in-party or opposition) and individual level (the incumbent president or mayor and the challengers for these offices). These incumbency variables provide a measure of the constellation of power, but do not tell us anything directly about which party ran the ad, i.e.
the DPP or KMT. The vastly different institutional organization, history and trajectories of these parties, and observations in the Taiwan literature lead us to think that the two parties might behave differently in their campaigns and therefore the party identity of the ad endorser should be controlled for. 64 An extension of this proposition is the need to identify and control for the sponsor of the ad, since in Taiwan 
Results
The analysis in this paper proceeds in two stages. First, we report the bivariate associations between each of the independent variables and all of the outcome variables. Next, we employ multivariate logistic-regression models to assess the overall relations between each of the predictors and the outcome variables, while simultaneously controlling for all other independent variables. The purpose of the bivariate analysis is to establish whether our explanatory variables are associated with positive and negative appeals in ways that are consistent with theory. If there are statistically significant associations we can proceed with confidence to the multivariate analysis. We estimate the bivariate associations between the model predictors and dependent variables by means of Pearson's Chi-Square (χ 2 ). In Table 2 we report our bivariate results by means of the distribution of each of the predictors' values across the four appeal types for positive and negative appeals, resulting in eight outcomes.
In terms of the bivariate associations between the independent variables and the four types of negative appeals, five predictors returned significant results in at least one type of appeals. Ad sponsorship and official incumbency were significantly associated with negative issue and trait appeals, while the level of competitiveness was associated with negative trait and negative value appeals. Time to election and party identity were only associated with 65 To rule-out potential problems resulting from multi-collinearity, we modelled the predictor variables in OLS models first, and calculated their degrees of tolerance and Variance Inflation Factor (VIF) scores. We found adequate scores, with tolerances ranged between 0.70 and 0.90 and VIFs between 1.04 and 1.47, indicating that these variables are not multi-collinear. 66 The bivariate analysis shows that all eight independent variables are associated with at least one of the four appeal types, be it negative or positive. This is a useful indication of the associations between variables, but to estimate their net association with each of the positive and negative types of appeals we move on to the multivariate analyses, shown in Tables 3   and 4 below. Looking at the associations between the predictors and the four types of negative appeals, we note that four variables predict traits, three predict issues, and two predict values and strategy. The highest Pseudo-R 2 was obtained in the traits model, which means that the variables which are discussed in the literature as predictors of negativity perform best when it comes to predicting appeals about opponents' personalities.
Both types of incumbency and ad sponsorship were significant predictors of negative issue appeals. Consistent with general theory, incumbent officials were significantly less likely to go negative, but the sharper resolution of our analysis shows that this only holds for negative issue and trait appeals. Incumbents were over 4.5 times less likely to use issue attacks than challengers and over 8 times less likely to make personal attacks. In highly competitive races, ads were almost four times more likely to contain negative trait appeals. 0.12 0.25 0.13 0.08 * p < 0.05, ** p < 0.01, *** p < 0.001, † 0.05 <p<0.10. The reference categories for each predictor are less-competitive elections, 10 or more days to Election Day, the opposition party, challengers for office, Taipei Mayoral campaigns, the KMT, candidate-sponsored ads, and TV.
The difference between ads run in mayoral and presidential elections was almost significant, with mayoral campaign ads more than twice as likely to include trait attacks. This is the first of several indications that elections for different offices result in variations in campaign tactics. Incumbency and ad sponsorship were not significantly associated with negative value appeals, although they were found to be significant predictors of other types of negative appeals. Only the proximity to Election Day and the identity of the party were significantly associated with negative strategic appeals. Counter-intuitively, the latter part of the campaign was associated with fewer negative strategic appeals. Ads sponsored by the KMT were more likely to include negative strategic appeals, especially those emphasizing the consequences of making the "wrong vote choice." Allegations of dirty tricks by their opponents were also common, for instance, in the final days of the presidential campaign in 2000, Lien Zhan was endorsed an ad detailing the tricks that his opponents might try on (請小心！選舉最後關頭 的十大花招).
We now turn to our model of positive appeals, presented in Table 4 Both of the incumbency variables were significant predictors of positive issue appeals.
Opposition parties were two and a half times more likely than in-parties to include positive issue appeals in their ads and challengers for office were over twice as likely as incumbents in office to make positive issue appeals. Looking at the two models together, challengers' ads are thus more likely to have both positive and negative issue appeals. This makes sense if we consider that outsiders have to convince voters that something in the current administration is not working (by attacking the incumbent on the issues) and to give voters an alternative (by making known their own policy positions and proposals).
Ad sponsorship was also significant, with candidate-sponsored ads over twice more likely than ads financed by the party to include positive issue appeals. By contrast, party endorsed ads were more than three times more likely to include positive value appeals. This suggests that candidates emphasize putting forward their policies and leave promotion of ideology to the party. This tactical division is particularly acute in the case of the DPP, whose ads were more than twice as likely as the KMT to contain ideological messages. Similar differences between agents on the same campaign team have been found in American and European contexts, 68 and suggest that investigating the behaviour of running mates, surrogates and other party members is a worthwhile avenue for future research on Taiwan.
The strongest predictor of positive value appeals was election type, with ads run in presidential campaigns over four times more likely than those run in Mayoral campaigns to include this type of promotional appeal. Although Taipei Mayor is a nationally relevant position, candidates for election to city mayor should not have to deliver their ideological point of view as much as candidates for the presidency. , ** p < 0.01, *** p < 0.001, † 0.05 <p<0.10 The reference categories for each predictor are lesscompetitive elections, 10 or more days to Election Day, the opposition party, challengers for office, Taipei Mayoral campaigns, the KMT, candidate-sponsored ads, and TV.
Discussion
The preceding models are powerful tools for helping us interpret the way in which election candidates in Taiwan A textbook case of a sitting official exploiting the privileges of incumbency is Chen Shui-bian's re-election campaign in 2004. Chen's strategy of emphasizing Taiwan identity, and tying it to the promotion of "direct democracy" through the defensive referenda, allowed him to dominate the campaign agenda. Despite strong attacks on his handling of the economy, government and his leadership credentials, Chen refused to engage his opponents,' forcing them to become ever more desperate in their attacks on his personality and to adopt the risky tactic of mobilizing a boycott against Taiwan's first experience of referenda. The focus of Chen's re-election campaign is symptomatic of a general feature of DPP candidates' positive tactics: self-promotion is frequently underpinned by ideological positions. This finding will not surprise Taiwan specialists, who have long commented on this emphasis, 69 but, all else being equal, DPP candidates are no more likely than the KMT to make ideological attacks.
Contrary to the impression that national identity and other ideological contests are the most bitterly fought, we find that when candidates talk ideology, they tend to talk past one another (i.e. promote their own positions but avoid engaging their opponents'). Chen's re-election campaign was a good example, with Chen and the Lian/Song joint ticket both heavily promoting their own positions on Taiwan identity but avoiding criticising the other side. sponsors to disclose their identity on the ad itself, the number of unaccountable, unattributed ads has fallen dramatically over time.
Conclusion
In recent years scholarly attention has turned from democratization to the dynamics of consolidation and the quality of Taiwan's democracy. One of the drivers of this interest is the argument that "the key to democratic consolidation in Taiwan is the extent to which Again policy performance and personal attacks were intertwined. One striking newspaper ad, entitled "the curse of Chen Shui-bian" (阿扁的魔咒), featured a devilish gargoyle. Chen's curse was said to be his incompetence (他的無能), which was explicated primarily in terms of poor policy performance (e.g. 他的魔咒讓經濟出現五十年來第一次負成長). Issue claims about negative economic growth, an increase in the suicide rate, rising unemployment and income disparity and the reduction of social welfare benefits, were juxtaposed with comments on the extravagant behaviour of Chen's family.
Taiwanese election candidates publish some remarkably detailed issue ads, both on policy performance and setting out policy proposals. In 2000 Lian set out "eight big pledges"
(連戰的八大承諾). Each of the eight pledges contained several mini-pledges, resulting in over 30 election promises covering virtually every aspect of public policy. In an ad from the same campaign, Chen Shuibian combined negative performance claims about the sitting KMT government with Chen's own policy proposals. Chen notes how the "three big events in life" (人生三大事) have become a burden due to the KMT's lack of a comprehensive welfare programme (缺乏健全的福利制度). Chen's "333 welfare plan" (333 安家福利專案)
proposes to alleviate these difficulties by raising pensions (to NT$3000 a month), making health care free for the under-3s and freezing mortgage rates for first time house buyers at 3%
(thus '333').
Traits
The traits category records mentions of the personal characteristics of the candidates, separated by references to leadership qualities, competence, integrity and compassion.
References to a candidate's lineage and associations, for instance connections to Dangwai activists, respected former leaders or the 'old regime' or criminals are also recorded. 
Values/ideology
The operational distinction between issues and value/ideology appeals is that the latter contain no reference to specific policy actions. To illustrate the distinction, 'democracy is freedom for the people,' would be coded as a value appeal, whereas, 'constitutional reform is necessary to improve the working of our democratic institutions,' would be coded as a general statement on the issue of democratic reform. Similarly, 'resuming dialogue with China increases the chance of peace in the Strait,' would be coded as a general issue statement on cross-Straits relations. Conversely, 'we love peace,' would be coded as a value, although it may implicitly refer to improving relations with China.
Peng Mingmin's campaign in 1996, which was dominated by Taiwan identity appeals, provides some example ideological claims. We operationalize Taiwan identity as signifiers of a distinct collective identity based on common points of identification, references to a distinctive and predominantly hostile 'other' and endorsements of or duties to the identifying collectivity. These features are exemplified by ads such as Peng's 'Our land, our dream' (咱 的江山，咱的夢). Peng asks people to remember the Februray 28 th Incident (省思 228) and to reflect on Japanese and KMT "outside" rule. He pledges to return an idyllic Taiwan of wild deer roaming in camphor forests (樟樹成林,水鹿成群) to the Taiwanese people who have suffered so much.
Other Peng ads aver that the realization of a Taiwan safe from fear of attack by China, demands Taiwanese to come together and "help herself" (台灣,站起來!展開我們的自救運 動!) Peng argues that the way to achieve this is to "unite and get rid of the shackles of Greater China, otherwise our children and grandchildren will never forgive us" (現在我們不 團結自救, 掙脫大中國的枷鎖, 我們的後代子孫將永遠不會原諒我們!). Notwithstanding the questionable logic of Peng's arguments, the exhortations for Taiwanese to unite and stand up in the name of "our land," juxtaposed with a hostile China and a complicit KMT are classic Taiwan identity themes of the DPP. Indeed, many of the themes in Peng's ads resurfaced in Chen Shuibian's re-election campaign (台灣第一, 牽手護台灣, 相信台灣 etc.), albeit without Peng's explicit references to an independent Taiwanese state.
Strategy
